This study assesses, through an analysis of two New Zealand environmental campaigns, the benefits and challenges associated with framing the environment in a positive way as a site of celebration where local community formation can occur. The study will also investigate the nature of the relationship between local, national and global levels of environmental campaign management. In addition, the study will analyse the level of alignment or accord between the campaign framing and the subsequent news media coverage, including journalist and source relations, the varying treatments of the campaigns by different levels of media (local/metropolitan/national) and types of media (print/broadcast). While much recent attention has focused on national and global political difficulties associated with the implementation of legislative changes in order to reduce carbon emissions, particularly in the context of the failure of the Copenhagen climate change discussions, it remains the case that many environmental groups continue to implement campaigns that are directed at the level of the local and seek to foster and enhance environmental stewardship through community formation. Such campaigns often seek to frame the environment as a site of celebration and enjoyment, even though they may be informed by a global consciousness about the threats of climate change and the problems associated with an economic system based upon the perpetual exploitation of non-renewable resources. As has been noted previously, framing (Goffman 1974) involves the construction of interpretative schemas, through which issues can be understood: they are ‗the most basic process of managing Craig -NZ Environmental Campaign Management and News Media Coverage -NZJMS 12.1, 2010 8 meaning' (Deetz, Tracy & Simpson 2000) . The framing of the environment in such a positive manner, unlike the conventional combative terrain of environmental protests and politics, attests to the importance of environmental groups in the initiation of cultural change as much as political change (Doyle 2008) and their role as ‗agents of social learning' (Princen and Finger 1994: 65) . The framing of such environmental campaigns in turn raises important issues about the subsequent journalistic reportage of the environment, given that it is less likely that campaign events will be defined by a fundamental conflict between different groups of sources, although the ‗good news' value associated with soft news stories can be an important factor in the selection of journalistic content, as Harcup We've popped out of nowhere, especially with environmental things I think the public and journalists get tired hearing from the same groups.
While a team of about five contributed to the media strategy, it was community mobilisation, rather than news media coverage or government policy change, that was the primary goal of the Dunedin 350.org campaign, according to Smirk:
I think the priority is definitely the community education side, and we do try and pull that back to the 350.org message of using that to send a message to the government, but I do think in Dunedin we've deviated fairly far from that and it's very much community education, but I think more than that community participation. Everyone will be involved in The group was also aware there was a need to balance the political nature of the campaign with the community focus and that the latter approach would be deemed more newsworthy by local news organisations:
We wanted to get the message out there in an accessible way and in a less hard line way particularly because we thought the media would be more interested in that. In terms of the coverage you get you tend to get one sentence in there which says: -350 is about the safe level of carbon in the atmosphere‖, but at least perhaps people will pursue that idea and are accepting rather than reading the headlines that's too political and you switch off. (Smirk 2009a) More particularly, the group was also cognisant of the different readership profiles of newspapers and how the event could be best promoted across different types of media. The group sent different story lists to the regional metropolitan daily newspaper Otago Daily Times and to the local Dunedin newspaper, The Star.
Similarly, the local radio station, MORE FM, was offered 30-second promotional slots for the Spring Food Festival and the local television station, Channel 9, was targeted just prior to the Spring Food Festival when good pictures of preparations could be provided.
Gaining coverage for the 350.org campaign was also made easier by the relatively small size of Dunedin, a factor that facilitates the establishment of contacts with journalists. Smirk (2009a) noted:
I know a few people, not very strongly, but I've come across them through other events and they've been on my list cause they'll recognise my name. Hopefully they won't trash it. People I've sent stuff to is largely based on people I know or who I know will be interested in covering this area. … It's the same journalists covering most things and I think it seems to me that they have quite a bit of autonomy and if you do shoulder tap them they will say, ‗yeah I'll cover that'. They don't have to run everything through their boss.
Such observations seem to support earlier findings (Craig 2007 Answer: It does cause quite a few problems because most of the events were well away from cities with TV crews. I don't know exactly which events they are going to cover. I've suggested that the Hurunui is going to be a particularly fun event and its got Russel Norman who will be in a kayak. I've been highlighting that. The Hutt River event, which I'm involved with, is also relatively close to Wellington. I've suggested that that might be an easy one to cover. I've been in touch with the TV channels, national radio. They all have something scheduled but I don't know exactly where and which newsrooms will be involved. (Skinner 2009a) While noting that all types of media were important, Skinner (2009a) acknowledged television coverage was a priority for the campaign:
Everyone wants TV first. Despite what people say about the importance of online I think everyone wants TV first. This is a visual event so it provides opportunities however the remoteness is a hindrance.
Alternatively, local event organisers said local community newspapers were their priority although they sent media releases to a wide range of media outlets, including community radio and local television stations.
As with the 350.org campaign, the Wild Rivers events were primarily framed as community-based, ‗fun' events where engagement with the environment could be celebrated rather than more conventional political protest actions. As Skinner
It's not a conflict story, it's a fun story, part of the news value will be in having ten events happening this weekend … I think there is value in the fact that it is a nationwide event and that there are quite a few events. …
We are not even particularly saying a great deal about conservation and protection… Of course, at the events we've got a lot of material we're going to be saying that ‗the river may not always be here so look out for it'. We are really not focusing on conflict.
That said, Skinner (2009a) believed that the news media were still primarily attracted to environmental issues when conflict was evident:
I suspect that you don't get as much coverage with positive actions. I think that conflict and something outrageous is going to win out every time. However that's not the sole reason for organising an event. It's not purely about the media. There are a whole bunch of other things as well.
It's about community, or a particular branch of volunteers. It promises to be the biggest climate-action event in history, and
Kerikeri's hoping to be one of the first places in the world to make its voice heard.
The second paragraph provided further detail about the global actions and the forthcoming climate change talks in Copenhagen. The third paragraph again linked the community celebration with the serious global environmental concerns:
Kerikeri event organiser Geert Dierick said tomorrow would be a fun, family day with a serious message-that world leaders need to aim for a CO2 level in the atmosphere of 350 parts per million, or risk runaway climate change. The current level is 389ppm and rising.
Such stories highlight the problematic distinction between ‗hard' and ‗soft' news (Tuchman 1972; Lehman-Wilzig and Seletzky 2010) , and, while criticism might be made that the ‗soft' news treatment of such stories risks reducing the most serious global environmental crisis to a generic community festival celebration, it can also be suggested that the campaign's desired aim to ‗get the message out there in an accessible way' (Smirk 2009a ) was successfully realised in such news stories.
Equally, the complexity of such texts can be elucidated with an analysis of the quotations of event organisers that reveal the variable ways the agency (or lack of agency) of community members is represented. Often, the 350.org event is
presented as raising awareness in order to prompt future environmental action:
-We're trying to get everyone aware of global warming so we can get people to do something about it,‖ student organiser Alex Gordon said. 
Wild Rivers
The Wild Rivers events received comprehensive coverage in local and regional newspapers throughout the country but the campaign was largely ignored by the metropolitan daily newspapers and totally ignored by national television news. In this sense the structure of the campaign's news coverage was similar to 350.org where the local organisational focus yielded strong local media coverage. The lack of news coverage at a national level may seem surprising, particularly given the number of events around the country, but the lack of imminent threats to the status of the rivers in some sense diminished the news value of the campaign. Marina Skinner from
Forest & Bird said it was disappointing the campaign did not receive television coverage but acknowledged this was partly due to the community focus of the events:
They're recreational events. They are not hard hitting news stories and it's more likely to get coverage in the [local] area. (Skinner 2009b) As noted, the campaign was primarily promoted as a fun, community day and the news stories were primarily framed in such a manner: The generally harmonious and productive relationships between campaigners and journalists that were exhibited in both the 350.org and Wild Rivers campaigns was partly facilitated by the lack of direct political or community conflict in both campaigns. Much of the history of environmental reportage has focused on protest activities or the difficulties of translating scientific process and knowledge, including assessments of risk, and these approaches have incorporated considerations of the role of primary definition and the hierarchy of sources (Anderson 1997; Allan, Adam and Carter 2000; Manning 2001; Smith 2000) . The campaigns analysed here were organised primarily as community mobilisation and education events and, as such, the environment was presented not so much as a site of political struggle but more as a site of celebration, fun and community formation, as well as environmental group coalition formation. Of course, both campaigns do fundamentally arise out of political conflict and struggle-global climate change and the Copenhagen talks, as well as the potential threats of hydro development-but both campaigns did not encounter direct political opposition. As such, both campaigns, seeking to mobilise public participation and opinion, might be viewed as early stages in a narrative of campaigns that would ultimately engage in conflict: protesting more directly against weaker climate change legislation or the damning of a river by an electricity company. In this sense, it might be appropriate to note the differing roles of environmental groups with regard to their role in relation to media coverage across different stages of an environmental campaign (Hansen 1991: 451) . More specifically, this study has demonstrated the significance of what I believe is an emerging trend of framing the environment through the perspective of local community lifestyles and, as such, there is a need to give greater scrutiny towards the journalistic presentation of the environment through ‗soft' news stories.
In both campaigns the presentation of the environment as sites where the community can gather and celebrate was an important framing of the environment. This framing is initially prompted by a primary objective of engendering public participation, underlining the importance of embodiment in environmentalism (Carolan 2009 ).
News media coverage was an important but secondary objective in both these campaigns, and in this sense it partly explains the difficulty the campaigns sometimes had in attracting journalistic interest. Importantly, however, when media coverage did occur, the positive media presentation of the environment as a site of celebration, fun and community formation provided a strong and attractive image that was beneficial to both campaigns. 
